
  

Co-op Marketing 
Campaign Results

Q1 2025



Jan and Feb, 2025
T+L Reported Results (see opposite):

• This campaign featuring two dedicated

Beyond Green brand emails in 

Q4 reached an audience of +400,000.

• The average open rate for the two emails 

combined was 46%. 

Email Campaign (Two Distributions)

Jan Distribution
Sends: 209K
Opens: 114K

Open Rate: 54.9%
Clicks: 1016

Feb Distribution
Sends: 209K
Opens: 63K
Open Rate: 38.4%
Clicks: 1081



Jan- March, 2025
NYT Reported Results (see opposite):

• This campaign featuring 7 dedicated 

banner ads running on the NYT website 

reached a total of +1.4 Million 

impressions.

• These ads combined generated over 

1,200 clicks.

• All ads generated traffic to the two 

hotel's pages on the StayBeyondGreen 

website.

Banner Ad Campaign 

Impressions: 210,714
Clicks: 207

Impressions: 210,130
Clicks: 152Three Camel Lodge

The Brando



Impressions: 210,471
Clicks: 153

Impressions: 210,726
Clicks: 191

Impressions: 210,724
Clicks: 215

Banner Ad Campaign 

SCP Corcovado Wilderness Ldoge Starhotels E.c.ho. Stanglwirt



Impressions: 210,155
Clicks: 182

Impressions: 211,257
Clicks: 196

Banner Ad Campaign 

The Parkside Hotel & Spa The Ranch at Laguna Beach



Jan 2025
The Hotel Guide reported: 

• The Hotel Guide published From 
Canada to Mongolia: Travel that 
Gives Back on their website that 
will stay up indefinity. 

• On average they see 1.1 Million 
yearly unique visitors to their site. 

• To promote this article they also 
posted on their social media 
channels. 

• PLUS – they provided a bonus Print 
Ad + advertorial in their January 
edition of the magazine, reaching 
4 Million travelers per edition. 

Online Article + Social Media

https://thehotelguide.com/from-canada-to-mongolia-travel-that-gives-back/
https://thehotelguide.com/from-canada-to-mongolia-travel-that-gives-back/
https://thehotelguide.com/from-canada-to-mongolia-travel-that-gives-back/
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